This study attempts to identify the determinants of customer satisfaction in major supermarkets in Vietnam. The sample size includes 250 responses collected by convenient method at supermarkets in Vietnam. The SERVQUAL model is employed and Exploratory Factors Analysis is utilised as research design. The results confirm that customer satisfaction is positively influenced by tangibility, empathy, responsiveness, assurance and reliablity. The strongest determinant of customer satisfaction is responsiveness (β=0.261). From these findings, some recommendations for Vietnamese supermarkets to improve their customer satisfaction were proposed.
Introduction
In the intense competition of modern economy, customer satisfaction can be viewed as a key factor that guarantees the survival and development of a business organization. It is vital for the business organizations to consider offering what the clients need instead of offering quality products and services which may not link to the customers' desire. Furthermore, business organizations need to have a customer-driven system to fulfill their customer's expectations. Satisfying a customer not only help business organisation maintain current customers but also attract new customers. The main objective of this study is to assess the factors influencing customer satisfaction at supermarkets in Vietnam. After identifying those factors, implications from the key findings are expected to help Vietnamese supermarkets to provide outstanding customer experiences for Vietnamese customers. The study collects information from supermarkets in Ho Chi Minh city of Vietnam. The survey employed the convenience sampling technique to collect responses from supermarket's shopping customers. The findings are expected to help Vietnamese supermarkets to identify the factors that affect their customer satisfaction. Moreover, supermarkets can assess those factors to improve their customer service to maintain customer loyalty and attract more new customers in Vietnamese retailing marketing which is recently booming due to rapid economic development. Berman and Evans (2004) define that retailing includes the operating business linked to the selling goods and services to consumers for personal, their relationship, family use. Kent (2003) confirm that retailers provide the appropriate goods, create a pleasant environment, avoid shopping risks and rise shopping comfort and manage cost for reducing price with purpose of creating customer's value. According to Kotler (2000) ; Hoyer & MacInnis (2001) , satisfaction is a man's feelings of pleasure, excitement, delight or disappointment which comes from comparing a products perceived performance to his or her desires. Satisfaction implies the happiness one feels when one has fulfilled a desire, need or expectation. Furthermore, customer satisfaction can be a measurement of how happy clients are with the goods and services at the supermarket. Keeping clients cheerful is one of enormous advantages to organizations. Satisfied customers are more likely to maintain their loyalty, consume more as well as refer their social network to the business. Hansemark and Albinsson (2004) define that satisfaction is as a general mentality towards a supplier or an emotional response to know the distinction between what clients expect and what they really get with respect to fulfill a desire. Satisfaction is a shopper's post-purchase assessment of the overall service experience. It is an affective reaction (Menon, Dubé, 2000) in which the consumer's needs, desires and expectations during the course of the service experience have been met or exceeded (Lovelock, 2001) . Ciavolino & Dahlgaard (2007) suggested that customer satisfaction can be characterized as the overall evaluation of the service performances or use. According to Hoyer & Macinnis (2001) satisfaction can be connected with feelings of acceptance, help, excitement and pleasure. Furthermore, Labarbera & Mazursky (1983) say that Published by IDEAS SPREAD Figure 1 . Measuring service quality using SERVQUAL model (Kumar et al., 2009) Many researchers and sturdies use SERVQUAL to apply their measurement; this is the reason that this model becomes a famous and general application. Moreover, SERQUAL approach can be considered as a practical approach and it suitable for many specific situations. People tested this model for example a CPA firm (Bojanic, 1991) , travel and tourism (Fick & Ritchie 1991) , hotels (Saleh & Rylan 1991), a telephone, insurance and banks (Parasuraman et al., 1991) , Hospitals (Emin Babakus, W.Glynn Mangold 1992).
Method

Results
This research applied the SERVQUAL model of Parasuraman because it represents service quality and if the perceived service quality is positive, the customer satisfaction will be improved (Parasuraman et al., 1985) . The dependent variable is defined as customer satisfaction, and there are 5 independent variables which are listed in SERVQUAL model. The Exploratory Factor Analysis (EFA) method is utilised in this study. The convenience sampling technique is used to select our respondents. The reason for selecting convenience sampling technique is because it is available in the light of easy access (Bryman & Bell, 2007, p.197) . The research process include four steps. The first step of data analysis begin with a checking Cronbach's Alpha for 22 questions in order to discover how reliable they are as well as remove unsuitable questions. In second step, Exploratory Factor Analysis is employed for the purpose of recognizing which parts can be utilized as a component of research model. The third step is to test multicollinearity between dependent variables by checking Pearson relationship. Finally, a multiple regression will keep running for dependent variable which is Customer Satisfaction and independent ones which are reliability, responsiveness, assurance, empathy, and tangibility.
Reliability Test
In the first step of data analysis process, a reliability test will be applied for 22 questions to check Cronbach's Alpha. Nunnally (1978) ; Peterson (1994) ; Slater (1995) all defined Cronbach's Alpha (α) is accepted as 0.7 ≤ α < 0.8, is good as 0.8 ≤ α < 0.9 and is excellent as α ≥ 0.9. Moreover, any question has item-total correlation is less than 0.3 will be removed from questionnaire. According to the result of reliability test from SPSS, Cronbach's Alpha is 0.917 which is good, however, question number 9 has item-total correlation is less than 0.3 (0.288), which must be eliminated. For more detail, please go to Appendix 3: Reliability test of the SERVQUAL model. As a result, reliability is confirmed and 21 questions will be taken to Exploratory Factor Analysis.
Exploratory Factor Analysis
After checking the reliability, Exploratory Factor Analysis will be run by SPSS. According to Gerbing (1988) , any questions has factor loading is less than 0.5 will be removed. Moreover, Hair J (1995) ; Tabachnick BG (2007) also define the KMO index, in particular, is recommended when the cases to variable ratio are less than 1:5. The KMO index ranges from 0 to 1, with 0.50 considered suitable for factor analysis. .000
The KMO result is 0.908. This indicates good partial correlation exhibited in the data for this study. The Bartlett's test of Sphericity result is 0.000 which means very significant, which means it is appropriate to apply Exploratory Factor Analysis for 21 questions.
In the first Exploratory Factor Analysis, there are 20 variables of SERVQUAL model sharing factor have loading value higher than 0.50 as shown in Appendix 3. Therefore, these values indicate that they are highly interrelated with each other. However, the question number 1 with factor loading is less than 0.5 which must be removed. The rest of the questions will be run by Exploratory Factor Analysis again. .000
The KMO result is 0.907. This indicates strong partial correlation exhibited in the data for this study. The Bartlett's test of Sphericity result is 0.000 which means very significant. These two data point the appropriateness to apply Exploratory Factor Analysis for 20 questions.
For the second time Exploratory Factor Analysis applied, all variables of knowledge preserving factor have loading value higher than 0.50 as shown in Appendix 3. It means these values indicate that they are highly interrelated with each other. According to Rotated Component Matrix, component 1 includes question 7, 8, and 10 which belong to Reliability in the questionnaire, so their factor name is reliability. Component 2 includes question 11, 12, 13, and 14 which belong to Responsiveness in the questionnaire, so their factor name will be perceived be responsiveness. Component 3 includes question 15, 16, 17, and 18 which belong to Assurance in the questionnaire, so their factor name is assurance. Question 19, 20, 21, 22 and 23 which belong to Empathy in the questionnaire will be taken in an account for the component 4, so their factor name is empathy. The last component includes question 24, 25, 26 and 27 which belong to Tangibility in the questionnaire so their factor name is tangibility.
Multicollinearity Test
If the Pearson correlation is +1, this means that factors have a perfect correlation. And it equals −1, the case shows that the anti-correlation together. With the value between −1 and 1, it shows the degree of correlation. As it run to zero, their relationship decrease from nearly uncorrelated to uncorrelated. As a result of running Exploratory Factor Analysis, there are 5 components have been created which are Tangibility, Empathy, Responsiveness, Assurance and Reliability. These 5 factors are independent variables and toward the dependent variable which called Customer Satisfaction. To move to multiple regression, Multi-collinearity test have to be done by testing the Pearson Correlation between independent variables. According to Appendix 4: The correlation between Customer satisfaction, Tangibility, Empathy, Responsiveness, Assurance and Reliability. At result of the Appendix, the Pearson correlation in 5 independent variables is 0.000 and the sig. (2-tailed) is 1.000 for all. This correlation matrix compares 5 components by each one together. This means that 5 factors are totally independent. So, there is no Multi-collinearity between 5 independent variables such as: Tangibility, Empathy, Responsiveness, 
Multiple Regressions
The basic multiple regression equation (Gillbert A. Churlchil Jr., 2010)
The Multiple Regression method gives out the relationship between Customer Satisfaction as the dependent variable and Tangibility, Empathy, Responsiveness, Assurance and Reliability as independent variables.
Customer Satisfaction= βo+ β1 *TANG + β2 *EMP + β3 *RES + β4 *ASSU + β5*REL
The most important step in this method is to define that the fitness of model for this multiple regression method. Following Model Summary in Appendix 4, the Adjusted R Square= 0.676 and less than R Square=0.683. This result presents that this multiple regression suitable with the data and the percentage of variance which can be illuminated in this data is 68.3%. As a final result, the relationship between Customer Satisfaction and Tangibility 
Conclusion and Implications
After analyzing 5 factors influencing customer satisfaction at major Vietnamese supermarket, this report will recommend for supermarkets so that they can improve their customer satisfaction. Before moving to detail with these 5 factors, we will consider the general recommendation. In the equation of factors influencing customer satisfaction: We can see the responsiveness have higher influence than the others which is 0.261 and the lowest is Reliability with 0.163. So, the result mean when Supermarket focus on Responsiveness factor, the customer satisfaction will increase effectively. Researcher recommends that supermarkets should improve their service with the priority of factors below. Responsiveness is the most important factor that supermarkets should change first because when increase Responsiveness in 1 unit, the customer satisfaction will upgrade 0.261 units. To increase Responsiveness, we have 3 main points that supermarkets have to focus: service speed, sensitive to customer's interest and awareness of the moving in the target customers' common need. In order to reach these 3 points, supermarkets should develop their staffs, they have to train for employees that what the key things are in customer service by making them feel the value in serving well their customer and explain the important role of professional performance in job. In order to training staff, the professional training and recruiting system are the main things. By doing this the service speed will be improved dramatically. That will lead the employees have the abilities and willing to provide the professional performance.
Secondly, Tangibility is also should be noticed by Supermarket because the customer satisfaction increase 0.233 unit by improve tangibility 1 unit. With new equipment, supermarket will lead the feeling of customer more comfortable when shopping at mall. Researchers recommend that they need to develop their equipment and keep improve the tangibility fluently. Moreover, they should maintain the furniture because it will be depreciating dramatically with the Vietnam environment. Especially, we think they should have some value adding tools in attractive design. For example, they may design paper package instead of plastic bag and encourage customers buy it with cheap price. Through doing this, they will show how they care, protect environment and make differentiation. Make sure that quality of paper package is the most important. The longer customers use paper, package, the better result supermarkets can get. A periodic inspection for equipment is necessary for activity and it should be implemented by a specific plan.
At the same effect level with tangibility, Empathy change by 1-unit lead to 0.233 units moving in customer satisfaction. The empathy of customer is the external factors and the firm should make customer feel that company pay attention in their experience. Supermarkets must prove that they notice about customers. It means the staffs should pay more value in their performance and serve buyers in honest way. Supermarkets can establish automatic system about customer's birthday. For example, customer was born in that months, when using member card, automatic system will discount 10% on total bills. Moreover, let's their customer talk is also the positive way to apply. Supermarket should make many feedback events for their customers by using email, phone surveys; have their representatives make the interaction by asking for the customer satisfaction. For instance, they encourage their customers make feedback by giving a small gift or anyone who has a special advice or suggestion, will receive jems.ideasspread.org
Journal of Economics and Management Sciences Vol. 1, No. 1; Published by IDEAS SPREAD special promotions. They organize this event each 6 months. By doing it, the customer will feel the mall care more about them which will increase the Empathy factors. In addition, Supermarket have to show that they understand customers' need and provide the suitable condition for customer.
Assurance although cover only 0.177 unit changing in customer satisfaction, it is also the factor need to be taken care. The staffs should create the belief in customers' mind. To do this the employees have to always be kind with customer, and know enough information to adapt customer's question so that they feel safety when spending the service. In addition, the safety in transaction will contribute a large effect to this factor. We suggest that customer service question answer any questions that a client may have relating to goods and services recall. The frequenly asked questions (FAQs) should provide important information on how to determine whether the best price of that product as well as their promotion event, give detailed instructions on how to respond to a recall; provide detailed specific instructions on what precautions to take to prevent such as losing cash from thieves and how to return or replace goods when customers need. A well-trained customer service script can give impacted consumers' confidence that the recalling Supermarket is committed to solve problems while putting the needs of their customers first. These scripts can be programmed to run 24 hours a day, 7 days a week, providing instant responses to most routine or frequently asked questions from clients. Q&A section can be used to provide consumers with information in a number of ways: free telephone number; supermarket's homepage, through emails or social media responses to customers; or direct mail. The service provider has to create the freedom feeling when buyer purchase in mall.
Reliability has lowest indicator of correlation with customer satisfaction, Supermarket should not forget this factor. The recommendation is maintaining the available products when customers need to buy, keep the professional process which lead to the positive feeling when customer make transaction. The exactly in information record can help the buyer control their need easier, when everything had been recorded, it will available when customer need it. Supermarkets should make their shipment more propitious. We suggest that customers should know about shipping process. For example, supermarkets can develop a shipping application on smartphone. Every bill was delivered, customers receive a code. They add this code to application; they will follow shipping procedure such as: where their bill and goods are, when their bill and goods will come, etc. Customers will feel secure and arrange their time to wait at home for receiving. Besides that, customers can give feedback about shipper's attitude, time for receiving goods, etc. From that, not only customers can satisfy about shipping, but also supermarkets can manage shipping goods and their shippers.
